The purpose of this research is to understand how social responsibility and service quality can affect customer loyalty in the context of education system. A comprehensive literature review is conducted to develop conceptual model in the context of education. A self-administered questionnaire survey was employed and the target population are the parents of students in Karegari College of Tehran in 2015. A sample of 130 people was selected based on random sampling approach. Correlation test and structural equation modelling were utilised to analyse data. The results indicated that college social responsibility and service quality have significant influence on both perceived benefits and satisfaction. Further, perceived benefits have affected satisfaction with the college and consequently, loyalty to the college.
Introduction
For any organisation willing to improve corporate social responsibility (CSR), the management should illustrate social conscience in their operations which goes beyond participating in community projects or assigning money to projects (Thompson et al., 2011) . To be able to adequately plan for social responsibilities the management should consider four types of social commitment including economic, ethical, legal, and discretionary social responsibilities (Pierce and Robinson, 2011) . The organisation's decision on whether or not to engage in social responsibility is relied on the stance assumed by the organisation. The organisation may only undertake responsibility of generating profit and interest for the shareholders. An organisation can also take posture of enlightened self-interest where the management finds out there is a long term benefit of managing relationships well with other stakeholders. As a forum for stakeholder interaction the management wishes to try to balance the various interests of stakeholders. Lastly organisation can consider itself as a shaper of society and this could be its lonely cause of existence (Johnson et al., 2011 ). An organisation can participate in a number of different socially responsible efforts and it is this then that coins its strategy for CSR (Thompson et al., 2011) . Many organisations such as colleges have started blowing their own trumpet to what benefits their CSR strategies have through advertising and websites in order that they can highlight their actions. In establishing a college image of being socially responsible then the college has to create perception to employees that it helps to attracting and keeping competent people, community development, it supports artistic and social activities and that it is generally seeking to enhance the society welfare as a whole (Robin and Reidenbach, 1998) . According to the stakeholder theory, activities associated with CSR have benefits for stakeholders particularly, in the educational services context. Literature review of the CSR notion in the Iranian literature reveals that CSR was in the past time but with different methods. Regarding the existence of CSR in Iran we should say that in some large, medium and small organisations, we can see the existence of CSR but we cannot say that in all of them CSR exists. In Iran, CSR like other developed countries is important factor. As Iranian organisations, particularly educational organisations are going to enter to the global markets and global competition, so they are willing to obey from the international roles in the area of CSR (Nezhad Irani and Noruzi, 2015) . Furthermore, most of the previous research on social responsibility focuses on empirical findings from Western or European contexts and despite the growing number of empirical studies on social responsibility in developing countries, there is a lack of sufficient research to explain the status of CSR in emerging economies (Nejati and Ghasemi, 2012; Fazlzadeh and Malekpour, 2015) . To fill this gap and add to the growing body of knowledge on social responsibility status in developing countries, the current study investigates the status of CSR in Iran. In practice, the customers are the final decision maker for maintaining a long-term relationship with n organisation, and so it is important to investigate the customer-organisation relationship from the customer's perspective. Customers expect to achieve certain benefits from the established relationship with a service provider, particularly in high-contact and customised personal service contexts (Gwinner et al., 1998) . According to the cost-benefit considerations, the reason consumers prefer engaging in certain a transaction is that they perceive the benefits they acquire will be greater than the price they pay. Perceived quality is an attitude formed when customers compare the difference between expectations with the actual performance of educational services (Parasuraman et al., 1985) . In fact, perceived quality approach analyses service quality from customers' viewpoint, making quality a subjective assessment dependent on their perceptions and need fulfilment (Northen, 2000) . In this study, we consider the quality of the educational services perceived by the parents of students. For colleges, the perceived benefits and educational service quality help produce customer satisfaction and keep customer loyalty. Customer satisfaction can generate positive comments and feedback which affects repeat purchases from customers. Customer loyalty depends to a great extent on customisation of educational service and making the customer enjoy receiving unique educational services. That is why customer satisfaction and loyalty are very important to the success of colleges in the future. Therefore, the aim of this study is to provide insights into the interrelationships among the antecedents (service quality, social responsibility, perceived benefits, and satisfaction) of customer loyalty and empirically test the strength of each antecedent in building loyal customers. To the best knowledge of the authors, no scholarly article was developed so far analysing the effect of service quality and social responsibility on perceived benefits in Iranian education segment. In the theoretical framework of the study that follows, we define social responsibility, service quality, perceived benefits, satisfaction as well as loyalty and develop hypotheses relating social responsibility and quality cues to perceived benefits that affect satisfaction and loyalty to college. We then describe an empirical study testing the framework and its hypotheses, report the findings, and discuss their implications for practice. We then conclude by highlighting areas for future research.
Education sector in Iran
Iran's education sector is the Middle East's largest and most dynamic. A country of nearly 80 million, 60% of its population is under 30. It has one of the highest tertiary-education-to-workforce ratios in the world, 4.5 million tertiary students in any given year (significantly more than any other Middle Eastern nation), and ranks globally between Australia and the US as having 43% of its population holding tertiary qualifications. Remarkably by international standards, female tertiary education enrolment has also outstripped male student enrolment, with 60% of Iranian university students being women. Each year, around 150,000 Iranian students depart Iran for overseas study and many more would with available opportunities offered by reputable international education institutions. In short, Iran is an immense and promising market for educational service exporters. Moreover, there are many ways to tap the opportunities presented by the Iranian education sector, with varying levels of engagement-these are not limited to costly overseas campuses and can be as simple and cost-effective as culturally-targeted and market-sensitive promotion in the Persian language. Iran has a proud and enduring tradition of higher education. This tradition underpins the aspirational demand for higher education in and from modern Iran. International sanctions and opprobrium applied to Iran since 1979 have meant that the country's domestic tertiary education sector has been protected, while being extensively expanded to compete remarkably well by international standards. Iranian economic and social change have created high levels of academic attainment in the broader Iran population and Iranian students are seeking quality international education in ever increasing numbers. There is strong competition for student places in Iranian universities and a high regard for holding prestigious international qualifications. The tertiary education sector in Iran is competitive and has a wide array of public and private universities. The overall sector is regulated by the relevant government departments (education, science and research, or health) which monitor standards, set curricula and materials, and maintains schools and universities. The world's second largest private university system, the Azad ('free') university is Iranian. The quality and standards of Iranian education at the tertiary level are relatively uniform and equivalent across tertiary institutions, but some institutions specialise and are better regarded in certain disciplines. Iran is emerging as a leading demand centre and hub in international education. Further, Iran's education sector is full of opportunities itself but it is also, importantly, a gateway to education markets in Central and South Asia, with many students from those regions being educated in Iran. Mohr et al. (2001) have defined CSR as the organisation's commitment to minimise or remove the negative effects of its actions and to maximise the long term benefits to the society. Previous research seeks to explore what was the consumer's general attitude towards organisations that invest in CSR. Brown and Dacin (1997) asserted that CSR affects positively customer's beliefs and attitudes, not only regarding the organisation itself, but also towards its services. Researchers found that the customers show preference for purchasing services from organisations that invest in CSR (Bhattacharya and Sen, 2004; Sen and Bhattacharya, 2001 ). Some of these researches have contributed to a greater understanding of the relationship between CSR and purchase intention, identifying a factor that interferes on that relationship: the customer's interest in social actions supported by the organisation. Sen and Bhattacharya (2001) believed that impact of CSR on purchase intention is stronger as greater is the customer's support to social causes in which the organisation invests. Salloum et al. (2015) showed that social and positioning effects managed to statistically prove many widely known influencers to have small manipulations over CSR in Lebanon such as gender diversity, foreign nationals and even non-executive directors. According to a recent work, male directors concentrated on the economic issues in an organisation far more than female director do. As a matter of truth, female directors turned to focus more on CSR (Mercier-Suissa and Aziz, 2015) . Robin and Reidenbach (1998) revealed that CSR is more valued when social actions are tied up to the solving of country's basic problems, such as health and education. The literature on CSR and consumer behaviour brings out some relevant conclusions for this research. First of all, the customer shows to value CSR and to derive benefits from purchasing services coming from organisations that invest in CSR. However, there are no researches that measured the benefits and that empirically related CSR to the perception of them. Secondly, customers are apparently tended to pay more for a service related to some aspect of CSR. Nevertheless, there is no proposition of a description that integrates the fragmented results found out in the literature-generally focused on one specific component of CSR (Abrantes et al., 2010) .
CSR

Service quality
Service quality is judgment superiority by customers about a service's overall excellence or it is an attitude. Customers compare between their expectation and perception of service performance (Caruana, 2002) . Literature indicates that service quality has five major dimensions: responsiveness, empathy, reliability, assurance, and tangibles. Parasuraman et al. (1985) defined reliability as the ability of an organisation to do the promised service dependably and accurately. Zeithaml et al. (2006) noted that reliability is critical as customers want to deal with an organisation that keep its promises with as all its customers and generally simply show that organisation has good communication with them. Nguyen and Leblanc (1998) believed that considering reputation about reliability, customers' past experiences are related to the service reliability (Ndubisi, 2006) . Tangibles are personal appearance, physical facilities like store decorations, display and equipment. Tangibles are basic elements such as access to the facilities and the safety and convenience for customers (Bellini et al., 2005) . Tangibles are used by organisations to convey their image and signal quality (Zeithaml et al., 2006) . Parasuraman et al. (1985) defined empathy as the organisations' personalised attention for their customers and for giving them care and assistance. The dimension is also more suitable to organisations that are trying to build a relationship with customers (Andaleeb and Conway, 2006) . Empathy has several ways that can be shown to customers such as knowing the customer's name, preferences and needs. Many organisations use this competence to provide customised services as a competitive advantage over other organisations (Zeithaml et al., 2006) . According to Parasuraman et al. (1985) , responsiveness is the employees express willingness to help customers and provide quick service. Responsiveness is concerned with dealing with the customer's requests, questions and complaints promptly and attentively. When it communicates to its customers, a firm needs to know how to be responsive and how long it would take to get answers and solve problems. If organisations want to be successful, they needs to look at the view point of the customer rather than the organisation's perspective (Zeithaml et al., 2006) . Finally, Parasuraman et al. (1985) defined assurance as the trained courtesy of employees and also the ability to inspire trust and confidence from them. Assurance represented the personnel who link the customer to the organisation by trust and confidence (Zeithaml et al., 2006) . It is about traditional selling and relationship marketing expressed information and shared understanding to customer (Ndubisi, 2006) .
Perceived benefits
Perceived benefits are defined as those benefits customers receive from long-term relationships above and beyond the core service performance (Gwinner et al., 1998) . Gwinner et al. (1998) suggested that the benefits are a result of participating in long-term relational exchanges with service organisation and can be categorised into three distinct benefit types: 1 confidence 2 social 3 special treatment.
Confidence benefits are viewed as the most important because they reduce anxiety levels related to a service offering, increase perceived trust in the provider, diminish the perception of risk, and enhance knowledge of service expectations (Hennig-Thurau et al., 2002) . Customers may also perceive social benefits from forging a long-term relationship with a service provider, such as personal recognition by employees, customer familiarity, and the development of a friendship with the service provider (Gremler and Gwinner, 2000) . Finally, customers may achieve particular treatment benefits from prolonged relationships, such as economic and customisation benefits other service providers fail to elicit (Reynolds and Beatty, 1999) .
Satisfaction
Customer satisfaction can be defined as customers' needs and goals when a service is providing a pleasurable level of fulfilment and emotional response (Oliver, 1997) . Satisfaction is an important factor to understand to satisfy customers about what they need and want. Pleasurable means that fulfilment increases pleasure or reduces displease or anxiety. Fulfilment is determined by the customers' expectations. Moreover, if the perceived service performance does not meet customer expectations, the likely result is dissatisfaction (Yi, 1990) . The level of satisfaction or dissatisfaction is reflected from perceptions and attitudes from previous service experiences, and may also influence repurchase intentions (McGuire, 1999) . Customer satisfaction is a significant element in service delivery because understanding and satisfying customers' needs and wants can engender increased market share from repeat purchases and referrals (Barsky, 1992) . Customer satisfaction will affect future repeat purchase intentions and the customers will share their positive experiences with other consumers.
Loyalty
Customer loyalty is important to organisations since it lowers marketing costs and contributes to revenue growth by repeat and new business. Customer loyalty is an emotional commitment to the organisation and develops when customers' expectations are met fully. Pirsch et al. (2007) believed that loyal customers are reluctant to switch service suppliers and may even resort to providing feedback to improve by way of complaining rather than defecting. Customers have come to rely on the organisation for their needs and wants and recommend the organisation to others (Pirsch et al., 2007) .
Hypotheses development
According to stakeholder theory, organisations should serve the interests of a number of groups; not only that of shareholders. Stakeholder theory is a theory of organisational management and business ethics that addresses morals and values in managing an organisation. This approach is broad since it articulates management policies and attends to diverse stakeholders (McWilliams and Siegel, 2001 ). Accordingly, organisations should acknowledge their legal and moral obligations to all legitimate stakeholders, both internal and external, individual and group, institutional and otherwise. As organisations seek to optimise their operations their main source of inputs that is raw materials, human resources emanate from the society. Thus, managing to balance stakeholders' needs is a major relationship that they should nourish. Using CSR can help educational organisations engage with their customers in new ways. 88% of customers said they were more likely to purchase from an organisation that supports and engages in activities to improve society. CSR develops and enhances relationships with customers and networks. When CSR requires that the service organisation provides the customer with some benefits. To explore the CSR-customer satisfaction relationship, equity theory is used. Equity theory focuses on fairness, rightness, or deservedness judgments individuals make in reference to what one party or another receives (Oliver, 1997) . The theory supposes that in exchanges, if customers feel equitably treated -namely their input to the exchange is in balance with the output of the exchange-satisfaction is the result (Goodwin and Ross, 1992) . Hence, customers incur certain costs (inputs) in exchanges for a certain level of output from organisations. According to Bolton and Lemon (1999) , equity is the customer's reaction to these ratios of inputs to outputs or fairness. Equity, in turn, affects a customer's overall evaluation of the organisation. With respect to this study, there are several ways CSR is expected to demonstrate equity towards customers and lift their satisfaction levels. First, organisations try to enhance customer satisfaction by focusing on internal processes (Kaplan and Norton, 2007) . Second, customers seek value in the purchases they make (Zeithaml, 1988) . Following equity theory, perceived value is one way in which customers assess the fairness or equitable treatment given by an organisation in exchanges. According to Maignan et al. (1999) , delivering high quality services that meet customer needs is consistent with CSR, particularly with respect to their economic responsibility. Lastly, research suggests that ethical status affects customer perceptions of equity demonstrated by organisations (Maignan and Ferrell, 2001; Salloum et al., 2016) . When honesty and fairness are demonstrated, customers feel equitably treated. The issue of honesty, fairness, and integrity is intrinsically tied to the ethical dimension of an organisation's social responsibilities and as such, reflects CSR activity (Carroll, 1979) . Galbreath (2010) found that organisations engaging in CSR can benefit in ways beyond a pure bottom-line outcome. First, due to exhibited fairness, socially responsive activities appear to be a means to reduce employee turnover. Second, by meeting justice needs of customers, CSR is likely to increase customer satisfaction. Lastly, CSR activities provide visible signals from which stakeholders infer various positive characteristics of organisations, thus creating an avenue to increase overall organisation reputation. As a result of above discussion, the following hypotheses are proposed:
H1 CSR has a positive impact on perceived benefits of educational services. H2 CSR has a positive impact on satisfaction with educational services.
Service is a key component of value that drives any organisation's success. To the customer, value is the benefits received for the burdens endured-such as price, an inconvenient location, unfriendly employees, or an unattractive service facility. Quality service helps an organisation to maximise benefits and minimise non-price burdens for its customers (Berry et al., 1994) . In the context of on-line travel market, Lai et al. (2007) revealed that: 1 when the service quality of travel website is better in responsiveness, quality of information, and empathy, the customer will perceive more confidence benefits 2 when the travel website has more empathy, the customer will perceive more social and special treatment benefits 3 when the customers perceive higher confidence, social, and special treatment benefits, they will have more e-satisfaction 4 when the customers feel e-satisfaction of travel website, they will be more e-loyalty 5 when the travel website is responsiveness, it will influence directly the customers' e-loyalty. Kaura and Datta (2012) and Ledden et al. (2011) have found that customer perceived service factors (such as service quality) have a direct impact on customers' levels of satisfaction. If the business' service quality is inadequate, customers will most likely be dissatisfied, resulting in the business losing potentially valuable customers. Consequently, the business could also lose revenues as well as its competitive advantage in the marketplace (Oliver, 2010) . In their study of South African short-term insurance industry, Mackay et al. (2015) indicated that service quality and relational benefits have a significant effect on customer satisfaction, which in turn has a significant effect on customers' behavioural intentions. Based upon previous discussion, the following hypotheses are formulated for the research:
H3 Service quality has a positive impact on perceived benefits of educational services.
H4 Service quality has a positive impact on satisfaction with educational services.
Recent research indicates that consumers, as well as firms, perceive specific benefits from engaging in mutual partnerships (Liljander and Roos, 2002) . For instance, Gwinner et al. (1998) showed that when customers develop a relationship with a service provider, they perceive heightened confidence, social and special treatment benefits by maintaining that relationship. Additionally, their research determined that confidence benefits are consistently more important than social and special treatment benefits to consumers across various service typologies. Similarly, Kinard and Capella (2006) found that confidence, social and special treatment benefits positively influence customer loyalty, word-of-mouth, and customer satisfaction with the service provider. Howat et al. (2008) supported a parsimonious range of key service quality dimensions that have a strong influence on customer loyalty at public aquatic centres. They found that one of the outcome dimensions (relaxation) and two process dimensions (staffing and facility presentation) significantly influenced overall satisfaction, which mediated significant relationships with three attitudinal loyalty variables. Kursunluoglu (2014) developed a model according to the customer services offered by Turkish shopping centres and found that customer services had effects on customer satisfaction and loyalty. Mulki and Jaramillo (2011) revealed that satisfaction with supplier is related to loyalty to the supplier. Sivadas and Baker-Prewitt (2000) examined the relationship between service quality, satisfaction, and loyalty in a retail store setting. They found that service quality influences satisfaction with retail stores and loyalty is influenced both by satisfaction and service quality. Consequently, the expectations are that (see Figure 1 ):
H5 Perceived benefits have a positive impact on satisfaction with educational services.
H6 Satisfaction with educational services has a positive impact on loyalty to the college. 
Methodology
Data collection and sample
The aim and the research questions have a direct link to the choice of research methodology. To test our hypotheses, we will collect data on social responsibility, service quality, perceived benefits, satisfaction and loyalty by asking students' parents of Karegari College of Tehran to fill out a ten-minute questionnaire. According to Education Department of Karegari College, there are 195 students in the college. Each respondent is selected based on a simple random-sampling approach. Researchers selected the respondents based on the students' list. Firstly, a list of 195 students was provided and samples were selected randomly among all students. Then, the selected students were asked to invite their parents to the college. Finally, a self-administrated questionnaire was distributed among the invited parents and they were asked to fill the questionnaire. Samples are collected in Tehran, Iran. A total of 130 respondents were selected at the college. Data was gathered during fall 2015.
Measures and pre-test
All model variables are measured with items adapted from prior research (see Table 2 ). The constructs of social responsibility, service quality, perceived benefits, satisfaction and loyalty are each measured with several items. All items are measured on a five-point scale. To increase measurement reliability, a pre-test study will be conducted. In this pre-test, 30 respondents are asked to fill out a preliminary version of the questionnaire. When alpha scores are above .70 for all constructs, the instrument is reliable [Nunnally, (1978) , p.245].
Validity and reliability analysis
As mentioned above, this study employs Cronbach's a value as a tool for reliability examination. If a value was higher than 0.70, then it indicates that the measurement reliability is high. The higher the Cronbach's a value, the higher the internal consistency is. Validity means that the instrument can measure the level of the intended-to-measure object. Content validity and construct validity are used in this research to test the questionnaire validity. Content validity is performed based on the professional ability of researcher to judge objectively if the selected scale can measure the dimension that researcher intended-to-measure in a correct way. The dimensions and items explore in this research are based on relevant theory from the review of literature. Additionally, this research conducts a pre-test and makes some revisions before setting out the questionnaire. This study uses further exploratory factor analysis (EFA) and confirmatory factor analysis (CFA) to examine the construct validity of the questionnaire. In CFA, the questionnaire items are limited to only load on their respective factor and the covariances between latent variables are obtained. When the factor loadings of the questions are all higher than 0.4, it means the overall quality of questionnaire is good and has acceptable construct validity. If the validity and reliability of the instrument are confirmed, the hypothesis testing is conducted by structural equation modelling (SEM).
Structural equation modelling
SEM is used to examine the relationships between the latent dimensions in the proposed confirmatory model. Four fit indices including chi-square, RMSEA, CFI, and TLI are used in CFA to assess the fit of the proposed model. The model chi-square is the most basic fit index. It is used to examine the null hypothesis that the covariance structure of proposed model is the same as the observed covariance matrix. The value of chi-square results from the statistical criterion minimised in maximum likelihood (ML) estimation. The root mean square error of approximation (RMSEA) includes a built-in correction for model complexity and is resilient to the size of the sample. Browne and Cudeck (1993) proposed the rules of thumb for interpreting the RMSEA as follows: greater than 0.10 = unacceptable or poor fit, between 0.08 and 0.10 = mediocre fit, between 0.05 and 0.08 = reasonable fit and less than 0.05 = close fit. The comparative fit index (CFI) is the third index used to assess the model fit to the data. Hu and Bentler (1999) suggested that CFI values of greater than 0.90 indicate good fit of the proposed model to the data. Tucker-Lewis index (TLI) is the same as CFI, but penalises for the complexity of model. Lower values (approaching 0.0) show worse fit while higher values (approaching 1.0) show good fit. Hu and Bentler (1999) proposed a cut-off value of 0.95 for good model fit. The standardised path coefficients for the relationships proposed in the SEM model are assessed for significance. Particular attention is given to the estimated path coefficients between latent variables.
Data analysis and results
Sample profile
Of a total sample 130 respondents, 43.8% (57) were male and 56.2% (73) were female. In addition, majority of the respondents' education (50.8%) was degree. In terms of students' level, 53.1% of parents stated that their teens are in level 7 and 46.9% stated that their teens are in level 8. Descriptive statistics are displayed in Table 1 . 
EFA
We conducted an EFA using SPSS software. While this analysis is used to reduce numerous variables to a more manageable set of factors, no constraints are made on the variable loadings (Hair et al, 1998) . Therefore, each variable will indicate loadings on the set of factors. Consequently, EFA is used to summarise and reduce the data. The results of EFA, with the assumption of extracting via principal components method and rotating via varimax, are given in Table 2 . There were 31 questions in relation to research variables. The results of EFA indicated that data is significant for implementing factor analysis (KMO = 0.830 ≥ 0.7, χ 2 = 3,421.671, p = 0.000 ≤ 0.05). After EFA for the variables, five main factors including social responsibility, service quality, perceived benefits, satisfaction, and loyalty were recognised.
CFA
As presented in Table 3 , the reliability of the measurement items was verified using Cronbach's α to assess the internal consistency of the constructs in the applied model. The level of internal consistency for each construct was acceptable, with the alpha ranging from 0.759 to 0.893, which exceeded the minimum hurdle of 0.60. All measurement items had standardised loading estimates of 0.5 or higher (ranging from 0.58 to 0.97) at the alpha level of 0.05, indicating the convergent validity of the measurement model. In addition, because the average variance extracted (AVE) from all four constructs exceeded the minimum criterion of 0.5 (ranging from 0.684 to 0.912), convergent validity was assured (Hair et al., 1998) .
To test the discriminant validity among the constructs, we estimated correlations among the constructs to determine whether they were significantly different from 1; the confidence intervals of the correlations, calculated as correlations ±1.96 × standard error of estimate, did not contain 1, so these results indicated the discriminant validity of the measurement model. The correlations for the constructs are shown in Table 4 . Overall, these measurement results are satisfactory and suggest that it is appropriate to proceed with the evaluation of the structural model. 
Structural model
The proposed structural model was estimated by structural equation modelling (SEM), which included a test of the overall model fit and individual tests of the significance of the relationships among the variables. These tests indicated the relationship between social responsibility, service quality, perceived benefits, satisfaction, and loyalty. The estimations of the parameters and the overall fit index of the measurement model are based on the ML method. The basic conditions assumed for the use of ML estimation are met or closely approximated in the study. Figure 2 shows the overall explanatory power, the standardised path regression coefficients that indicate the direct influences of the predictor upon the predicted latent constructs for the model, and associated t-values of the paths of the research model. The goodness-of fit statistics show that the structural model fit the data reasonably well. The five-item model produced a chi-square of 1,027.76 (d.f = 457, p = 0.000). While the overall chi-square for this measurement model was significant (p < 0.05), it is well established that this statistic is sensitive to large sample sizes (e.g., Hair et al., 1998) . To alleviate the sensitivity of the chi-square statistics, the value of chi-square is commonly divided by the degrees of freedom. The re-estimated chi-square value was 2.249 and this new value is within an acceptable cut-off value range, from 1.0 to 3.0. The goodness fit index (GFI = 0.92, with 1 indicating maximum fit), CFI (CFI = 0.95, 1 = maximum fit), and the incremental fit index (IFI = 0.95) met the proposed criterion of 0.90 or higher. Finally, the RMSEA (RMSEA = 0.062, with values < 0.08 indicating good fit), one of the indices best suited to our model with a large sample, indicated that the structural model was a reasonable fit. Figures 2, 3 and Table 4 present the results of the individual tests of the significance of the relationships among the variables. All of the six relationships were found to be significant at the alpha level of 0.05. Social responsibility had a significantly positive impact on perceived benefits (β = 0.52, t = 6.73, p = 0.000) and satisfaction with educational services (β = 0.35, = 3.51, p = 0.000), indicating that social responsibility of college was an important antecedent of satisfaction and perceived benefits. Service quality also had a strong positive effect on perceived benefits (β = 0.26, t = 2.50, p = 0.000) and satisfaction with educational services (β = 0.46, t = 3.17, p = 0.000). In fact, service quality plays a major role as an important antecedent of satisfaction and perceived benefits. Further, perceived benefits influenced satisfaction with educational services, with β = 0.22, t = 2.43, and p = 0.000, indicating that perceived benefits was an antecedent of satisfaction. Finally, satisfaction with educational services had a positive and significant effect on loyalty to the college (β = 0.67, t = 9.57, p = 0.000). 
Discussion
The purpose of this study was to investigate the effects of social responsibility and service quality on loyalty to college in the context of educational services implying on the mediating role of perceived benefits and satisfaction. The results indicated social responsibility is significantly associated with perceived benefits and satisfaction with the educational services in Iran. CSR is a way for Iranian colleges to benefit themselves while also benefiting society. Iranian colleges can use CSR to push the following processes into the organisation:
1 In the context of CSR, innovation is a huge benefit to a college and society.
2 One of the easiest places for a college to start engaging in sustainability is to use it as a way to cut college costs.
3 In the past, brand differentiation was one of the primary reasons companies embraced CSR. Iranian colleges such as Karegari College would be able to find their voice and incorporate the college's values into their business model.
4 Using CSR can help Iranian colleges to engage with customers in new ways. Since the message is about something 'good', it can often be an easier way to talk to customers.
5 A strong record of CSR improves customers' attitude towards the college.
If a student likes the college, he or she will use more educational services and will be less willing to change to another college. CSR activities give the college competitive advantage, primarily due to favourable responses from students. Similarly, educational service quality was positively associated with perceived benefits and satisfaction with the educational services. Educational service quality could be the product of the evaluations of a number of service encounters of a student; these could range from encounters with office staff, to encounters with tutors, lecturers, the head of departments, etc. As a result, if a college regularly provides service at a level that exceeds students' expectations, the service will be evaluated as high quality. In contrast, if an organisation fails to meet customer expectations, the service will be judge as poor quality. Generally, students have three main criteria that need to be satisfied with educational services. These has been labelled as requisite encounters which essentially enable students to fulfil their study obligations; Acceptable encounters which students acknowledge as being desirable but not essential during their course of study and functional, an encounter of a practical or utilitarian nature. Furthermore, it was found that perceived benefits are significantly related to satisfaction with the educational services and consequently, loyalty to the college. When students feel that the college provides them with high quality educational services, they will be satisfied with the services and be loyal to the college. In facts, high quality services give them some benefits compare to other rivals. In facts, colleges need to increase student satisfaction through improvements in benefits and services delivery policies, procedures, and interfaces.
Contributions and managerial implications
To our knowledge, this research is the first attempt to explore the relationship among service quality, social responsibility and perceived benefits in the context of educational services. This research is a contribution to the management literature, in particular in the context of educational systems. Our findings have provided college mangers with insights and practical implications. First, managers should hold training courses and motivational programs that to be realistic in transferring information about capabilities and equipments and to be trustworthy. Considering students' interests based on the status of various students is a priority for employees' behaviours and can be viewed as a performance appraisal of college employees. Second, managers should pay more attention to design of college, appearance of employees, order and discipline in service delivery process to increase the satisfaction with the educational services. Furthermore, employees should solve existing problems of students and their parents. They must be encouraged to do it in a volunteer way. Training is needed to decline the level of mistakes and service failures using informational and communicational technologies. Parents expected that employees be polite and treat them respectfully. Using flexible working hours is a strategy to motivate employees to provide students with high quality educational services. Further, rewards and encouraging activities such as recognition may contribute to the more commitment of front line employees.
Limitations and future research directions
This study inevitably suffers from limitations. The sample size enables robust statistical analysis but cautions against exaggerated claims. Replication would increase the confidence with which observations might be made and perhaps enable more finely grained analysis, notably taking into account contrasting ownership arrangements. A comparative study on other colleges would enable greater scrutiny of the theoretical observations made here and lead to more easily generalisable findings. The implications for future research of the foregoing analysis are twofold. Firstly, a similar survey should be undertaken using the items identified above. Such studies would ideally encompass several service sectors. That way, temporal, spatial and sectoral comparisons could be made relative to absorptive capacity. This would result in more meaningful discussions of levels of absorptive capacity than is possible at the moment. Secondly, undertaking detailed qualitative case studies examining the complexity of the processes for being social responsible is advocated.
